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Coal resources is a non-renewable energy, in the process of national economic 
development, it accounted for the total energy demand of up to about 70%.But coal 
enterprises especially the coal enterprises of Shanxi has been the extensive 
productionfor a long time, and coal products has been the primary products of low 
price and low added value. Coal enterprises have made tremendous contributions to 
the country's economic development, but the economic benefits, reproduction and 
development of the enterprise are restricted seriously. In order to realize its rapid 
development and growth, Shanxi Lu 'an Mining Group actively explore and develop 
a high value-added, high-tech new product ---- Lu 'an pulverized coal injection, from 
the product development, experiment, test marketing, promotion and entrance to 
the market to be broad metallurgy user acceptance, it achieve the scale of production 
and sales and produce enormous economic benefits and social benefits through 
successfully used " Blue Ocean Strategy". 
Through the research background, significance of Lu'an Group pulverized coal 
injection products and the domestic and foreign development situation of blast 
furnace pulverized coal injection, as well as the domestic coal market intense 
competition "the Red Sea" marketing environment analysis, this article 
systematically expounded the idea and process of Lu'an Group how to develop the 
pulverized coal injection products, how to market oriented test fire, how to apply and 
how to popularize. At the same time, this article systematically analysed, induced, 
evaluated and researched the strategies of Lu’an pulverized coal injection product 
development and large-scale sales based on the" Red Sea" and applied in "Blue 
Ocean Strategy" marketing theory. The results show that Lu’an exactly walked out of 
a new approach of product development and large-scale sales, and achieved the great 
improvement of the economic and social benefits. 
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2006 年潞安的电煤销售价格（均为不含税价格）为 260.35 元，喷吹煤价格
为 440 元，喷吹煤每吨比电煤高差不多 180 元。 
2007 年，潞安的喷吹煤销售价格调整到 480 元，6 月 1 日以后根据无烟煤
协会的要求调整到了 510 元，否则别人说潞安有以低价倾销之嫌。而同期我们
的电煤销售价格只有 292.03 元，价格差距进一步拉大。 
潞安高炉喷吹煤技术的成功研发和市场拓展以来，累计为潞安实现经济效
益 250 多亿元，相当于 2000 年潞安总销售收入的 18 倍。 
这是从一个煤炭企业的角度计算增加的效益。从钢铁企业看，现在焦炭到
厂价格 低也在 1200 元/吨左右，潞安喷吹煤到厂 高不超过 700 元/吨，钢厂


























吹 3000 万吨贫瘦煤计算，每年可节约优质炼焦精煤 3990 万吨。 
从冶金行业来看，以全国年消耗贫瘦喷吹煤 3000 万吨，按 0.9 的置换比计
算，年可替代焦炭 2700 万吨，目前焦炭与加工后的喷吹煤价格差价约为 1000
元/吨，仅燃料购入价格一项每年为冶金企业降低的直接成本达 300 亿元。 
2、减排方面 
从高炉喷吹的环保效益来看，以煤代焦，大量减少了炼焦废气、废水的排
放。我们知道一个年产 50 万吨的中型炼焦厂，需要投资 2 亿元，建设周期约 3
年。仅 1000 万吨的潞安喷吹煤，就可替代 900 万吨焦炭，相当于少建 18 个中
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